Editorial Scope
Foundations and Trends R in Marketing publishes survey and tutorial articles in the following topics:
• B2B Marketing • Game Theoretic Models
• Group Choice and Negotiation
• Discrete Choice Models
• Individual Decision Making
• Marketing Decisions Models
• Market Forecasting
• Marketing Information Systems
• Market Response Models
• Market Segmentation
• Market Share Analysis
• Multi-channel Marketing
• New Product Diffusion
• Pricing Models
• Product Development
• Product Innovation
• Sales Forecasting
• Sales Force Management
• Sales Promotion
• Services Marketing (Kumar and Steenkamp, 2007) . Because of this high private label growth, understanding the competition between national brands and store brands has become important for both the national brand manufacturers and the retailers. Several researchers have contributed to the literature by analyzing economic models that incorporate the competition between the two types of brands. This article provides a comprehensive review of the literature on economic models of national brand-store brand competition and addresses three relevant questions:
• Stochastic Model

Information for Librarians
1. What types of economic models have been used to analyze the competition between national brands and store brands? 2. What insights and implications have they generated? 3. What are some useful directions for future research by modelers of national brand-store brand competition?
Berges-Sennou et al. (2004) provide a brief review of the literature on the economics of private labels focused on the antecedents and consequences of private labels. Subsequently, Sayman and Raju (2007) and Kumar and Steenkamp (2007) provide more extensive reviews of the literature but their focus is not on analytical, economic models of national brand-store brand competition. Recently, Sethuraman (2009) has reviewed the analytical models of national brand-store brand competition and discussed several key results. However, his focus was on the external validity of analytical results. In particular, he proposes three measures for external validity -Robustness, Empirical support, and Credibility, and assesses the validity of 44 analytical results from 22 studies on these criteria. This article can be deemed as an extension of the work by Sethuraman (2009) with some important differences. We review 47 studies published between 1966 and 2011 and report over 160 results. More importantly, while Sethuraman (2009) focuses on external validity of the results, our focus is exclusively on the analytical models that give rise to those results. Thus we do not discuss any empirical or managerial literature. The organization of the article is as follows. First, we present a framework that is conducive for classifying the extant literature on national brand-store brand competition. Second, we compile pertinent articles and available working papers and classify them using the framework referenced above. Third, we trace the development of the analytical models starting from the simple model with one national brand manufacturer and one retailer and progressing to models with multiple manufacturers and retailers. Finally, we discuss the insights obtained from them and provide future research directions. 
